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Pada era sekarang ini dunia fashion menjadi bagian penting untuk kita. 
Fashion  yang memiliki banyak gaya, membuat orang-orang yang menggunakan bisa 
memberi kenyamanan dan membuat lebih baik pada satu waktu tertentu melalui 
fashion. The Executive merupakan brand retail pakaian dan menjadi pemimpin 
smartphone formal fashion di Indonesia. Dengan adanya nama brand yang baik 
akan membuat pelanggan melakukan niat beli. Riset ini dilakukan untuk memahami 
pengetahuan antara persepsi timbal balik pelanggan terhadap niat beli melalui 
gambar perusahaan dan citra merek di The Executive. 
Riset ini menggunakan metode penelitian kuantitatif, dengan total 
responden 161 orang yang terdiri dari 69 orang pria dan 91 orang wanita. 
Responden dari riset ini harus pengguna produk The Executive dan berdomisili di 
Surabaya. Responden harus mengisi kuesioner yang terdapat di google form yang 
telah dibagikan melalui media sosial. Analisa data adalah Structural Equation 
Modeling (SEM) mengunakan program PLS.  
Penelitian ini menemukan bahwa (1) Brand image berpengaruh positif 
terhadap Purchase Intention. (2) Corporate image berpengaruh positif terhadap 
Brand image. (3) Reciprocity perception berpengaruh positif terhadap brand Image. 
(4) Corporate image tidak mempengaruhi Purchase Intention.(5) Reciprocity 
perception berpengaruh positif terhadap Corporate Image. (6) Reciprocity 
perception berpengaruh positif terhadap Purchase intention. 
  














In this era, fashion is an important part for us. Fashion that has many styles, 
makes people who use can provide comfort and make better at a certain time 
through fashion. The Executive is a clothing retail brand and is the leader of formal 
fashion smartphones in Indonesia. With a good brand name will make customers 
make a purchase intention. This research was conducted to understand the 
knowledge between reciprocal customer perceptions of purchase intentions through 
the company's image and brand image in The Executive. 
This research uses quantitative research methods, with a total of 161 
respondents consisting of 69 men and 91 women. Respondents from this research 
must be users of The Executive products and domiciled in Surabaya. Respondents 
must fill out a questionnaire contained in Google form that has been distributed 
through social media. Data analysis is Structural Equation Modeling (SEM) using 
the PLS program. 
This study found that (1) Brand image has a positive effect on Purchase 
Intention. (2) Corporate image has a positive effect on Brand image. (3) Reciprocity 
perception has a positive effect on brand image. (4) Corporate image does not affect 
Purchase Intention (5) Reciprocity perception has a positive effect on Corporate 
Image. (6) Reciprocity perception has a positive effect on Purchase intention.  
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